Supplementary table. Comparative analysis of IGA definitions. 


Source 


Definition 


Functions and features of a definition 


Content 


Form 


It must place the 
concept to be defined 
within its field of 
expertise. 


It must specify the essential and distinctive features that differentiate it 


from the rest of the terms. 


You must avoid 


Intrinsic 


Extrinsic 


It must be simple. 5 
comparing concepts. 


Use 


Origin 


It must be self- 
sufficient. 


It must be adapted to the 
target audience. 


Tham & Perreault (2021) 


Rodriguez et al. (2021) 


Palmas et al. (2021) 


Kumar & Mittal (2020) 


Smith et al. (2020) 


Borawska et al. (2020) 


Martinez (2019) 


Wang & Chou (2019) 


Yoon (2019) 


Adibi et al. (2018) 


For IGA, advertising elements are found in the 
construct of the game 


IGA is a type of product placement within a video 
game in a textual, auditory, visual and interactive 
way, used for decades 


In-game advertising describes the direct integration 
of advertisement displays into 


the gameworld or into specific scenes within a video 


game. The available slots for 

brand placement are determined by the game's 
developer and filled with real or fictional 

brands in accordance with possible contractual 
obligations 


In-game advertising considers embedding of 
products and corporate brands within computer or 
video games 


In-game advertising involves the placement of an 
advertisers brand into an existing commercial game 
to promote their products or services 


In-game advertising (IGA) — in which game is used 
as a medium of advertisement (similarly to 
traditional product placement) 


Using De Certeau’s (1984) study to theorize the 
commercial game space, in-game advertising can 
be understood as strategies which the user must 
relate to and cannot alter. Strategies are defined 
based on its access to a proper place, where 
relations with defined targets can be established: 

"I call a ‘strategy’ the calculus of force-relationships 
which becomes possible when a subject of will and 
power (a proprietor, an enterprise, a city, a scientific 
institution) can be isolated from an ‘environment’. A 


strategy assumes a place that can be circumscribed 


as proper (propre) and thus serve as the basis for 
generating relations with an exterior distinct from it 
(competitors, adversaries, ‘cliente'les’, ‘targets’, or 
‘objects’ of research). Political, economic, and 
scientific rationality has been constructed on this 
strategic model". (De Certeau, 1984: xix) 

In-game advertising is the incorporation of branding 
or product messages into existing games (e.g., 
buying a billboard in a car-racing game) that also 
features other brands and products 

in-game advertising (IGA), which refers to the 
inclusion of any brand or product identifiers within a 
digital game in return for commercial consideration. 
Similar to product or brand placement in movies, in- 
game advertising can be integrated within any 
gaming content, whether that be in a subtle or a 
prominent fashion 

In-game Advertising. The most common method is 
brand integration in the video game environment 
including billboards, storefronts, posters and fliers. 
Other methods include through the line 
advertisement by inclusion of brand names or 
hyperlinks to the websites in the video game story 
and dialogues 


It does not place it 


It places it within the 
product placement. It 
also does so within the 
video game. 


It places it within the 


gameworld or in scenes 


from video games. 


It places it within 
computer games and 
video games. 


It places it within the 
field of communication 
that serves to promote 

products o services 


It places it within the 
field of advertising and 
the field of gaming. 


It places it within the 
commercial space of 
the game. 


It places it within the 
field of games and 
brand communication. 


It places it within the 
field of games and 
brand communication. 


It places it within the 
field of video games 
and brand 
communication. 


Not mentioned 


It is mentioned 
(textually, aurally, 
visually, and 
interactively"). 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


It mentions that it is 
used in displays and 
with real and fictitious 
brands. 


Not mentioned 


It mentions that it has to 
be placed in an existing 
commercial game, i.e. it 
cannot be used to 
create a new video 
game. 


It mentions that it has to 
be used using a game 
as an advertising 
media. 


Not mentioned 


t mentions that it is 
used in existing games. 


t mentions that it is 
used in exchange for a 
commercial return. 


t mentions that it is 
used by integrating the 
brand into the video 

game environment. 
Also through hyperlinks 
in the story or dialogues 
of the game. 


Not mentioned Yes, it complies Yes, it complies 


Silas menciona, pero 
sin precision. Dice que 
se usa desde hace 
décadas. 


Yes, it complies Yes, it complies 


Not mentioned Yes, it complies Yes, it complies 


It does not comply, since it 
adds more information than 
necessary by differentiating 

between computer games and 
video games 


Not mentioned Yes, it complies 


Not mentioned Yes, it complies Yes, it complies 


It does not comply, 
since it is compared to 
the product placement 


Not mentioned Yes, it complies 


It does not comply, 


It does not comply, as it adds a since it compares it with 


Not mentioned lot of information that is difficult strategies that the user 
to understand. must relate to and 


cannot alter. 


It does not comply, as it needs 
to give examples to help better 
understand the concept. 


Not mentioned Yes, it complies 


It does not comply, since it It does not comply, 
uses metalinguistic forms such _ since it is compared to 
as " similar...". the product placement 


Not mentioned 


It does not comply, since it 
talks about IGA methods and 
does not define it. 


Not mentioned Yes, it complies 


Yes, it complies 


Yes, it complies 
It does not comply, 
since it talks about 


displays and then has 
to explain them. 


Yes, it complies 


Yes, it complies 


It does not comply, 
because the term 
advertising placement 


must be known in order 


to understand the 
definition in full. 


It does not comply 
since it has to explain 
what De Certau calls 

strategy. 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


It does not comply since 


not all target are aware of 


the meaning of display. 


Yes, it complies 


Yes, it complies 


It does not comply, 
because it assumes that 
the target is aware of the 
term product placement. 


It does not comply due to 
the use of elaborate 


language, e.g., subject of 


will and power. 


Yes, it complies 


It does not comply, as it 


uses terms such as brand 


identifier or subtle or 
prominent integration. 


Yes, it complies 


Kim & Leng (2017) 


Hussein & Wahid (2017) 


Vashisht & Chauhan (2017) 


Verberckmoes et al. (2016) 


Siemens et al. (2015) 


Toh & Leng (2014) 


Herrewijn & Poels (2014) 


Smith et al. (2014) 


Poels et al. (2013) 


Terlutter & Capella (2013) 


Huang & Yang (2012) 


Lorenzon & Russell (2012) 


Nelson & Waiguny (2012) 


Raatikainen (2012) 


Herrewijn & Poels (2011) 


In-game advertisement (IGA) refers to the 
incorporation of advertisement into computer and 
video game 

In-game advertising is a prevalent form of 
entertainment and advertising in which the purpose 
of the design is to engage players 


In-game advertising or brand placements in games, 
is the integration of products and brands within the 
playing environment of video and computer games 
through simulated real-life marketing 
communications mechanisms, similar to brand 
placement in movies 


IGA, the incorporation of advertisements within the 
worlds of digital games not specifically developed 
for advertising purposes 


In-game advertising is defined as a static or 
dynamic product placement (e.g. branded product 
used by a game character) or advertisement (e.g. 
virtual billboard) within a video game 


Product placements in video games, also known as 
in-game advertisements 


In-game advertising (IGA) concerns the 
incorporation of advertisements into the 
environment of a digital game, a practice similar to 
the integration of product placements in movies or 
television shows 


In-Game Advertising as: The integration of non- 
fictional products and brands within the playing 
environment of video & computer games through 
simulated real life marketing communications 
mechanisms. 


By IGA, we mean ads and brand placements inside 
digital games that are integrated as an element in 
the game environment 


In-game advertising (IGA) is the inclusion of 
products or brands within a digital game. The main 
aim of such games is to entertain the player. Similar 
to product placements in movies, game providers 


offer slots to advertisers who can include their brand 


or product in the game 

In-game advertising refers to the incorporation of 
branding messages into existing games and is 
similar to product placement in movies or television 
shows 


‘In-game advertising’ is hereby defined as the 
placement of brands and/or products in games, 
which reside behind the games’ rules. 


In-game advertising, or product placement in 
games, is the inclusion of a product or brand within 
an existing digital game that also features other 
brands and products. The primary purpose of the 
game is entertainment and not promotion of a 
singular brand within it 

In-game advertising generally covers all marketing- 
related actions in digital games, including 
advergames (game exists solely for marketing 
purposes), advertising in synthetic worlds like 
Second Life, static in-game advertising (SIGA) and 
dynamic in-game advertising (DIGA) 


In-game advertising (IGA) refers to the use of digital 
games as a medium for the delivery of 
advertisements. 


It places it within the 
field of advertising and 
video games. 

It places it within the 
field of entertainment 
and advertising. 


It places him in the field 
of marketing and video 
games. 


It places it in the field of 
advertising and digital 
games. 


It places it within 
product placement, 
advertising and video 
games. 


It places it within 
product placement and 
video games. 


It places it in the field of 
advertising and digital 
games. 


It places him in the field 
of marketing and video 
games. 


It places it within the 
field of advertisements, 
brand placement and 

digital games. 


It places it within the 
field of brand and 
product placement and 
digital games. 


Lo situa en el ambito de 


la comunicacion de 
marca y del juego. 


It places it within the 
field of brand and 
product placement and 
gaming. 


It places it within the 
field of brand and 
product placement and 

digital games. 


It places it within the 
field of marketing and 
digital games. 


It places it within the 
field of advertisements 
and digital games. 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


t mentions that it is 
used to attract players. 


t mentions that it is 
used by integrating the 
brand into the video 
game environment. 
Also that it uses 
marketing mechanisms 
simulated from real life. 
t mentions that it is 
used in digital games 
not specifically 
developed for 
advertising purposes. 


t mentions that it is 

used when placing a 

static or dynamic 
product. 


Not mentioned 


It mentions that it is 
used by incorporating 
advertising messages 

in existing digital 
games. 


It mentions that it is 
used by integrating 
non-fictional products 
or brands into the video 
game environment. 
Also that it uses 
marketing mechanisms 
simulated from real life. 
Mention that it is used 
by integrating it as an 
element in the game 
environment. 


It mentions that it is 
used to entertain the 
player. 


It mentions that it has to 
be used in existing 
digital games. 


Not mentioned 


It mentions that it has to 
be used in existing 
digital games that also 
present other brands 
and products. 


Not mentioned 


It mentionsthat it refers 
to the use of digital 
games as a medium for 
ad delivery. 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Yes, it complies 


Yes, it complies 


It does not comply, since it 
does not organize the 
information in a way that is 
easily understandable. it also 
uses a comparison 


Yes, it complies 


It does not comply, as it needs 
to give examples to help 
understand the concept better. 


Yes, it complies 


It does not comply, since it 
defines it with a comparison of 
terms. 


Yes, it complies 


Yes, it complies 


It does not comply, since it 
defines the objectives of the 
games and makes a 
comparison. 


Yes, it complies 


It does not comply, as it is not 
understandable because it 
does not explain what "behind 


the rules of the games" means. 


It does not comply, as it 
defines the objectives of the 
games. 


It does not comply, as it needs 
to clarify with parentheses to 
understand the concept better 


Yes, it complies 


Yes, it complies 


Yes, it complies 


It does not comply, 
since it is compared to 
the brand placement in 

movies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


It does not comply, 
since it is compared to 
the product placement 
in movies or TV shows 


Yes, it complies 


Yes, it complies 


It does not comply, 
since it is compared to 
the product placement 

in movies 


It does not comply, 
since it is compared to 
the product placement 
in movies or TV shows 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


It does not comply, 
because the term 
product placement 
must be known to fully 
understand the 
definition. 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


It does not comply, since it 
is necessary to know the 
mechanisms of marketing 
communication to 
understand the meaning. 


Yes, it complies 


It does not comply, since it 
takes for granted what in 
advertising is considered 
static or dynamic product 
placement. 


Yes, it complies 


Yes, it complies 


It does not comply, since it 
is necessary to know the 
mechanisms of marketing 
communication to 
understand the meaning. 


Yes, it complies 


Yes, it complies 


Yes, it complies 


It does not comply, as it is 
necessary to know what 
the rules behind video 
games mean. 


Yes, it complies 


It does not comply, since it 
is necessary to know what 
static and dynamic 
advertising is. 


Yes, it complies 


Grace & Coyle (2011) 


van Reijmersdal et al. (2010) 


Lee & Youn (2008) 


Bardzell et al. (2008) 


Cianfrone et al. (2008) 


Mau et al. (2008) 


Bogost (2007) 


Yang et al. (2006) 


In game advertising is similar in concept to product _ It places it within the 
placement. Product placement is merely the field of brand 
incorporation of branded advertising commonly placement, 
employed in movies and television. The primary understanding 
distinction between in game advertising and advertising as part of 


traditional product placement is player activity this field. 
Persuasive messages in (online) computer and 

video games, known as in-game advertising or It places it within the 
brand placement in games, is the integration of field of persuasive 


communication and 
video games. 


branded products or brand logos into existing online 
or video games, similar to brand placement in 
movies 


In-game advertising refers to the integration of t places it within:the 


- Pana Ae Bapeene field of brand 
brand identifiers in existing games and is similar to Fe 
i ; communication and 
product placement inTV shows or movies gaming 


It places him in the field 
of computers, internet 
and video games and in 
the field of advertising. 


In-game advertising (IGA) refers to the use of 
computers, the Internet, and video games as a 
medium for the delivery of advertising materials. 


Sponsorships in the form of brand logos on-screen 
are common and known as in-game advertisements 
(e.g., the Pontiac Player of the Game) 


It places it within the 
field of sponsorship. 


For in-game advertising the products and brands 
recede behind the game rules (e.g. advertising 
boards in a stadium) (Nelson 2005). The game and _ It places it in the field of 
its intrinsic activities remain the main focus. This advertising and games. 
kind of advertising is not unlike product placement 
in films or television programmes. 


It places it within the 


“In-game advertising,” the dynamic placement of field of digital 
digital ad units inside commercial videogames advertising and video 
games. 


It places it within the 
field of brand 
communication and 
gaming. 


The placement of brands in games is called “in- 
game advertising" 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


It mentions that it is 
used by integrating 
branded products or 
logos into existing 
online games or video 
games. 


It mentions that it is 
used by integrating 
brand identifiers. 


It mentions that it refers 
to the use of 
computers, the Internet 
and video games as a 
means of sending 
advertising material. 


Not mentioned 


Not mentioned 


He mentions that it is 
used by placing 
dynamic digita 

advertising units within 
commercial video 
games. 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


Not mentioned 


It does not comply, since it 
uses metalinguistic forms such 
as "is merely". It also uses a 
comparison. 


states that it is similar 
product placement. 


t does not comply, as it 
It does not comply, since it states that it is similar 
defines through examples brand placement in 
movies. 


t does not comply, as it 
states that it is similar 
brand placement in 
movies or TV shows 


Yes, it complies 


Yes, it complies Yes, it complies 


It does not comply, since it 
does not organize the 
information in a way that is 
easily understandable. 


Yes, it complies 


It does not comply, as itis not It does not comply, as it 
understandable because it states that it does not 
does not explain what "behind _—_ differentiate product 
the rules of the games" means. placement from movies 
It also uses a comparison. or television programs. 


Yes, it complies Yes, it complies 


Yes, it complies Yes, it complies 


It does not comply, 


t does not comply, as it because it has to define 


product location to fully 
understand the 
definition. 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


ies 


Yes, it compl 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


Yes, it complies 


It does not comply, as it is 
necessary to know what 
they mean by "brands 
retreat behind the rules of 
the game." 


It does not comply, since it 

is necessary to know what 

is the placement of digital 
advertising units. 


Yes, it complies 


